What Does Your Job Description Say about YOU?

Analyze it to get the raise you deserve!

Candy Adams

Ask yourself three important questions:

1.  Does your boss really know what you do?

2.  Does your job description accurately describe your job and responsibilities?

3.  Does your salary reflect your value to your company?

If you answered “No” to any of these questions, you need to ask yourself a fourth one: “What am I going to do about it?”  

Before becoming a “Booth Mom” 15 years ago, I spent almost as many years as a Human Resources employment manager for some big companies like Manville, General Motors, Kodak and Eaton.  

Part of my job was analyzing jobs and then rewriting job descriptions.  And, as I updated the descriptions, I noticed the old ones many employees had were either outdated, didn’t accurately describe their position or badly undervalued their worth compared to other employees. I had to evaluate their knowledge and professional qualifications, skills, abilities, experience, responsibilities, results, performance levels, working conditions, and other characteristics that comprised their position.  

The good news about my job in Human Resources was that by the time I left HR and moved into Marketing, I knew just how to rewrite my own job description and garnered hefty increases as I did it.  

To analyze your job, then write a good job description and get your boss and HR to acknowledge it will take some time and perseverance, but it can be well worth it in long-term payoff, both career-wise and in your pay envelope. 

Where to Start

There are some great resources you can tap into to get a basic description of different positions that include exhibit management.  

1) Start with the annual Exhibitor Magazine Annual Salary Survey, published each July.  Choose the description that most closely resembles your position.  But also make notes of the responsibilities listed under different job titles that seem to fall in the mysterious category at the bottom of most job descriptions, called “other duties as assigned”, since no two jobs are identically structured.

2) Check out Julia Rutherford-Silvers’ EMBOK (Event Management Body of Knowledge) Project at http://www.juliasilvers.com/embok.htm, which dissects and analyses event management positions. 

3) Check out help-wanted advertisements in trade show industry publications (such as Exhibitor Magazine, TradeShow Week and Exhibit City News), from Internet job boards (like www.Monster.com) and local newspapers to see what employers are titling the positions that they have open and the duties and responsibilities associated with them.

4) Keep a diary or list of what you do weekly.  I keep a running “to do” list on an Excel spreadsheet.  I put Monday through Friday in Column A and leave a number of spaces below each day to write in what I have to do, and the projects or shows I’m working on across the top of the spreadsheet in Columns B, C, D, etc. As I complete each task, I move it from the top of my spreadsheet to the bottom.  At the end of each week, I print and file my list of completed tasks to jog my memory and start planning the following week with what’s still on the top of my spreadsheet.    

5)  If you don’t have a copy of your latest job description, request one from your Human Resources Department. 

Looking at the Exhibitor Annual Salary Survey in this month’s issue, you’ll notice that there are a number of variables that can increase or decrease your pay including geographic region, business sector, annual company sales, number of employees in your organization, trade show and corporate event budget, number of trade shows and corporate events per year, percentage of your time devoted to trade shows and/or corporate events, length of time in your current position, number of employees supervised, applicable education, number of hours worked per week, and gender.  And there’s a salary calculator at http://www.exhibitoronline.com/exhibitormagazine/salarysurvey.asp
to help you calculate your salary based on the last survey’s data. 

If you’re not into literally tearing your job apart, maybe this job analysis I penned as an “Exhibit Marketing Manager” (see sidebar) years ago that broke down my position in the following ten areas will help you to “harvest” some ideas on all the things you do that come so naturally you just forget about them.  A new job description might result in a promotion, a better performance appraisal, a promotion and an increased compensation package! 

Tooting your Own Horn

My Dad had a favorite saying:  “If you don’t toot your own horn, there isn’t anyone else who’s going to toot it for you.”  

So get your tooter ready and start upgrading your job description!  It’s all up to you!

SIDEBAR

Exhibit Management Job Analysis

1.  What is the purpose of your job?

To provide XYZ Company with trade show exhibit-related strategic planning and project management, implement necessary tactics to achieve marketing’s goals, and to promote XYZ and its products at trade shows, exhibitions and events to enhance our brand.  

2.  Describe your job duties and tasks.  Give a percentage of time spent for each duty, based on your usual forty-hour work week.*  

Exhibit Management Strategy – 25% or 10 hours

- Profile show attendees (identification of targeted prospects in various markets)

- Identify market(s), perform trade show research and strategic evaluation to select potential trade shows while comparing to past show performance 

- Select booth space and contract for space
- Determine exhibit management strategy for selected upcoming shows, based on attendee profiles (customers, prospects and suspects) as compared to corporate target market
- Determine key messages for upcoming shows

- Identify and prioritize show-specific quantifiable, measurable goals (i.e. sales leads, press/media coverage, branding and corporate image enhancement, audience education, product launch, channel partner acquisition, etc.) in line with corporate integrated marketing plan

- Create show theme and corporate theme tie-ins

- Determine exhibit layout and select products to display

- Determine if outside talent is required for in-booth presentations. 

- Determine level of pre-show, at-show and post-show promotional programs to reinforce show theme

- Interact with strategic partners, Value-Added Resellers (VAR) and distributors to plan trade show-related activities

- Strategic planning and tactical implementation of “Second Show” activities including press events, hospitality suites, corporate distributor or sales conferences, training, user-group meetings, co-sponsored events, etc. 

- Exhibit staff selection, communication and assignment of ancillary duties (booth captain, competitive analysis, PR, attendance at seminars or events, etc.) based on need for various staff skills

- Post-Show Survey, Post-Show Analysis and Return-on-Investment (ROI)/ Return-on-Objective (ROO) Reports

- Process improvement planning based on ROI/ROO evaluation

- Strategic budgeting and ongoing per-show and annual financial audit of show program

Trade Show Logistics Planning and Follow-Up

55%/22 hours

- Ongoing contact with Show Management and show contractors, including 

review of Exhibitor Services Manuals, newsletters, updates

- Writing and updating individual show plans to communicate with internal

and external stakeholders and vendors

- Negotiation and coordination of services with outside vendors (outsourcing to show management contractors, official contractors,

exclusive contractors, exhibit house, transportation broker, travel agents,

talent brokers, business partners, advertising and PR agencies, etc.)

- Completion of Exhibitor Services Manual forms to meet discount deadlines 

- Inventory and maintenance of capital assets including exhibit properties, show-specific demonstration equipment and misc. supplies at both on-site and off-site locations

- Pre-show, at-show and post-show exhibit coordination for large corporate exhibits with multiple divisions/business units and with internal departments (Purchasing/Procurement, Product Marketing, Sales, Accounting, Management Information Systems, Manufacturing, Engineering, Customer Service, Shipping)

- Maintain 12 Small Exhibit Package kits and manage order fulfillment for remote sales office personnel and partners (10’ x 10’ exhibit, appropriate graphics and collateral and 1 piece of demo equipment) and completing Exhibitor Services Manual order forms for approximately 100 small shows per year.

- Hire and manage in-booth talent/entertainment/presenters/hostesses/

crowd gatherers including presentation scripting, music, A/V, schedules
- Interface with two public relations and advertising agencies regarding public and media relations and advertising and sponsorship opportunities at trade shows.

- Coordination of risk management with Accounting Department, including trip transit or all-risk insurance on exhibit properties while in storage, transit or on show site; procure general liability insurance and workers’ compensation as required

- Supervision of exhibit installation and dismantle on show site; hands-on assistance in installing and dismantling exhibit in right-to-work states.

- Exhibit management (including security of exhibit properties, training and supervision of company’s exhibit staff and outsourced vendors) during trade shows

- Manage lead generation, retrieval, post-show follow-up and post-show sales tracking

- Interface with up to 50 current business partners/co-exhibitors to display our product in their exhibits (or vice-versa) at shows designated by Business Units; coordinate loaner product/supplies procurement process

- Auditing of all post-show invoices to avoid duplicate payments and overcharges

- Compilation and tracking of individual show and yearly roll-up budgets for 3 separate Business Units and monthly expense tracking through Accounts Payable’s General Ledger reports 

Employee Supervision
- 10% or 4 hours weekly

- Weekly show status updates, delegation of duties, training and administrative/ HR functions such as semi-annual performance reviews and coaching problem employees.

Marketing Communications – 4% or 1.6 hours weekly

- Interface with public relations (PR) and advertising agencies on strategic planning and tactical implementation of programs at trade shows

- Provide tactical assistance with photo shoots for brochures and advertising

- Complete trade publication product surveys

- Manage trade show marketing collateral literature design, selection, production  and distribution

- Network through attendance at meeting of local professional marketing associations to source outstanding vendors to assist with Marketing on an as-needed basis

Education – 4% or 1.6 hours weekly

-  Attend training sessions and study product and competitive literature/Web sites; update computer skills; attend in-house training on management, personnel issues and proprietary software programs

- Provide exhibit staff training prior to each show on basic boothmanship, engaging and greeting attendees, compiling show-specific elevator speech and qualifying questions, group dynamics, how to record accurate lead information, cross-selling, and dismissal techniques. 

Misc. Meetings – 2% or .8 hours weekly

- Preparation and attendance at mandatory corporate meetings

3.  Describe the types of decisions you make.  Give 2-3 examples.

Strategic

- Analyze and recommend to executive management which shows to add or drop from annual show schedule [based on ongoing evaluation of Return on Investment (ROI) or Return on Objectives (ROO)]

- Set measureable goals and objectives for individual shows

- Determine adequate show staffing levels and select the individuals to staff the exhibit based on past performance

Tactical

- Determine exhibit construction/repair and storage requirements based on changing corporate needs/strategy/products/market placement and image 

- Negotiate with and selection vendors for products and services (i.e. exhibit house, graphics producers, specialty transportation carriers, union installation and dismantle labor) based on RFP results, past relationships and future value 

- Determine pre-show, at-show and post-show attendee promotional and sponsorship programs 

Budgetary

- Day-to day decisions on allocation of trade show budget based on pre-determined annual budget constraints of individual Business Units and meeting overall corporate goals

- Reallocation of budget when cuts are necessary

4.  Describe the responsibility you may have to identify new processes or procedures.

New procedures/forms are developed on an as-needed basis.  Currently, 16 forms/checklists are in place to streamline trade show strategy and logistics for XYZ’s large exhibits.  

Specific processes and procedures for handling of the portable exhibit package are also in place on-line for the use of all remote outside sales personnel and our partners.

5.  If you are supervisor or manager, indicate how many employees you supervise and their titles.

As Exhibit and Event Manager, I supervise one full-time Trade Show Specialist and share the time of a Marketing Coordinator.

6.   Describe the degree of authority you have in your job.  This includes the areas of job scheduling, cost control and personnel matters.  

a)  Job scheduling

A tentative trade show schedule is approved annually in December, prior to year-end budget approval.  Most of the 50+ trade shows’ exhibit spaces are contracted 6-12 months in advance.

I have the departmental authority to project manage all upcoming trade shows on our schedule, with input from the Business Unit Managers on the strategic marketing decisions (product(s) to be shown, tie-in with their advertising theme, messaging on exhibit graphics, staffing from their Units, etc.)  It is my responsibility to assure that all resources (budget, staff, exhibit and demo equipment) are available when needed.

b)  Cost control

Since I was hired at XYZ, I have made numerous changes in trade show vendor relationships, resulting in cost savings such as:

- Exhibit House: Moved exhibit properties to a different exhibit house to gain improved service at ~20% cost savings.  

- Show Services Deadlines: Met all deadlines for “early bird” pricing for on-site show services, resulting in ~20% savings over post-deadline pricing. 

- Carpet: Purchased slightly-used carpet and pad at 20% of normal cost.

- Material Handling:  Negotiated the trade out of a used demo product for 100% of our material handling bill at the ABC Show. 

- Transportation: Negotiated unilateral contract with ABC Shipping to obtain across-the-board 25% discount on interstate shipping and 15% on intrastate shipments.

- LMNO Show: Negotiated for free 10’ x 20’ exhibit space for the following year due to willingness to make a last-minute booth space move.

- PQRS Show: Negotiated refund vs. credit for booth space when Business Unit A’s budget was cut.  

c) Personnel matters

- Was given full authority to select, supervise, train and evaluate the performance of a new full-time trade show specialist.  Hired an employee with an extensive exhibit management background from our exhibit house who was familiar with XYZ’s exhibit properties.  This resulted in an immediate increase in departmental productivity. 

7.  What knowledge, skills and abilities are necessary to do your job?

- Overall understanding of trade shows, their purpose, marketing psychology, strategic planning, building targeted traffic to our exhibit, lead analysis, and results measurement. 

- Thorough understanding of business models for-profit trade shows and not-for-profit associations, show organizers, show management and their interworkings with convention centers, general services contractors, official contractors, exclusive contractors, and exhibitor-appointed contractors.  

- Understanding of each show management’s specific system for booth space selection and how to get around it to maximize booth location and show attendee traffic.

- Thorough understanding of unions associated with convention centers and hotels, union jurisdictions, associations and rules; labor pools, ratings, pay structure and overtime; material handlers, installation and dismantle contractors, decorators, riggers, electricians, stagehands, carpet layers, etc. 

- Thorough understanding of trade show shipping: common carriers, van lines and air freight tariffs and rates; rates based on cubic feet, linear feet and actual and dimensional weights; rates based on truckload, less-than-truckload and minimum weight requirements; rates based on type of load such as blanket (pad)-wrapped, crated/palletized and mixed loads; targeted shipments, special pick-ups, marshaling yard procedures; ability to procure and/or complete certified weight slips, shipping inventory forms, bills of lading and shipping invoices with line haul, ancillary charges and insurance and fuel surcharges. 

- Thorough understanding of exhibit house services and costs, including in-house material handling and storage; exhibit design, production labor and material costs and mark-ups, crating, pre- and post-show inventory, refurbishment, and gang box supplies.   

- Ability to read and analyze various types of exhibit blueprints, build-out instructions, drawings and booth-related crate inventory records.

- Ability to compute electrical requirements for exhibit, demo equipment and lighting and translate to a drawn floor plan to order electrical services.

- Thorough understanding of both domestic and international shows, including logistical and cultural differences.

- Coordination of theme/booth graphics/promotional program to convey corporate message(s).

- Thorough understanding of promotional activities at trade shows, including advertising, press/media contact, sponsorships, in-booth talent, promotional and incentive items, direct mail, email campaigns, Web-based promotions, etc.

- Tactical negotiation skills (a.k.a. ability to “schmooze”) with co-exhibitors, outside vendors, union personnel and co-workers to achieve desired results.

- Understanding of travel networks, corporate rates, convention center-operated blocks of hotel rooms, catering, meeting facilities, hospitality suites, and room set-ups.

- Staffing logistics, including badge orders; pre-show booth orientation meeting planning;  kick-off dinner logistics;  hotel, airline and car reservations; pre-show, at-show and post-show exhibit staff scheduling.

- Tactical organizational skills; ability to keep large quantities of critical show records organized and archived.

- Ability to prioritize and parallel process multiple show/projects; ability to pre-plan for peak workloads and simultaneous shows to avoid project failures.

- Ability to impart only the necessary pertinent information on shows to vendors and co-workers; precise written and verbal communication skills. 

- Marketing-based understanding of XYZ’s hardware products, supplies, software.  Knowledge of our products’ features and benefits and those of our major competitors.

- Understanding of procurement policies and procedures for acquiring and maintaining demo equipment pool and management of partner loaner equipment pool. 

- Understanding of XYZ’s budget process and procedures, Accounts Payable, Accounts Receivable, General Ledger and Risk Management functions as they apply to the trade show exhibit program.

- Strategic planning of shows, budgets and follow-up analysis to prove ROI.

- Knowledge of supervisory skills to manage staff members.

- Ability to train new employees and continually evaluate quality of results to improve delegated projects and tasks.

- Computer literacy with Word, Excel, PowerPoint, Goldmine (sales database), Outlook, Adobe Acrobat, and CAD drafting programs  

- Willingness to travel up to 50% of the time

- Flexible

- Detail-oriented

8.  What physical requirements are essential to do your job?

Ability to set-up, dismantle and move XYZ products; lift and move supplies; lift, move and stack boxes of marketing collateral literature.  Install and dismantle portable and modular exhibits. These duties are occasional but require lifting of up to 75 lbs.

9.  What is the minimum previous related experience necessary to perform the duties and responsibilities of your job?

3-5 years as an Exhibit Manager managing exhibits at 40+ large (convention center) and small (hotel/resort) domestic and international shows annually.  Experience in Marketing Communications working with public relations and/or advertising agencies.  Supervisory experience.  

10.  If applicable, list any equipment or machines used to perform your job. 
- Computer Hardware (Mac or PC)

- Computer Software: spreadsheet, word processing, database and graphics 

(CAD) software

- Calculator

- Voicemail


- Hand tools (ratchets, screwdrivers, pliers, Allen wrenches, strapping machines, etc.)

11.  What formal education is necessary to do your job?

Since trade shows are a very specialized area of marketing, there are few degree programs catering specifically to exhibit management.  There are two industry conferences where exhibit-specific formal education can be obtained (Exhibitor Show and TS2).  Classes at these industry conferences can apply to certification programs (such as the Certified Trade Show Marketer [CTSM], Certified Manager of Exhibits [CME], or Certified Meeting Professional [CMP]).  There are also certificate program offered at local community colleges and universities covering all aspects of meeting and event planning but only touching on exhibit management as less than 10% of the certificate program.  

12.  Describe anything regarding your job that has not already been addressed.  

The greatest challenge of a trade show manager is to identify all trade show exhibit stakeholders and to balance the needs of all these various “clients”.  These can include my direct supervisor, marketing and sales department executive management, Business Unit Managers with responsibility for the various shows they’re funding, product managers, the internal sales team, outside sales, the distributor channel, advertising agency or public relations consultants, partners and co-exhibitors at the show, and the show attendee (who may be a customer, prospect or suspect).  

These stakeholders and clients produce a great number of agendas and resulting demands, all of which must be constantly considered and politically prioritized. 

*This job analysis was computed based on a 40-hour work week, but, based on the number of shows, necessary travel and current staffing levels in the Exhibit Management area of Marketing, my average work week exceeds 60 hours weekly rather than 40.   

